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The Political Marketing Group Committee 2015 

 

 

 

Chair: 

Darren G Lilleker 

Bournemouth University, The Media School, Weymouth House, 

Fern Barrow, Poole, Dorset, BH12 5BB  

Tel: 01202 595622  

dlilleker@bournemouth.ac.uk 

 

 

 

Secretary:  

Jenny Lloyd 

University of the West of England, Bristol Business School, 

Frenchay Campus, Coldharbour Lane, Bristol, BS16 1QY  

Tel: 0117 965 6261 Fax: 0117 344 2289  

jenny.lloyd@uwe.ac.uk 

  

Treasurer: 
Robert Busby 
Liverpool Hope University, Politics, Hope Park, Liverpool, L16 

9JD UK  

busbyr@hope.ac.uk 

 

 

 

Communications Officer: 

Jennifer Lees-Marshment 

University of Auckland, Politics and International Relations 

j.lees-marshment@auckland.ac.nz 

 

 

 

Newsletter Editor: 

Edward Elder 

University of Auckland, Politics and International Relations 

eeld001@aucklanduni.ac.nz 
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Country Co-ordinators 

Country Name Institution Contact 

Canada 

 

Thierry Giasson Université Laval thierry.giasson@pol.ulaval.ca 

Czech 

Republic  

 

Anna Matsukova MU amatuskova@gmail.com 

Denmark 

 

Sigge Winther Nielsen  sigge_winther@yahoo.dk 

Egypt 

 

Dr Niveen Ezzat Cairo University niveenezzatat2003@yahoo.co

m 

 

France  

 

Vincent Rodriguez  rochebrun.associates@gmail.c

om 

 

Georgia Kakhaber Djackeli 

 

 k.jakeli@rocketmail.com 

 

Ghana 

 

Kobby Mensah  kobby_mensah@yahoo.com 

Greece  Iordanis 

Kotzaivazoglou 

 

 ikotza@jour.auth.gr 

 

India ChandraSekhar 

 

Indian Institute of 

Management 

 

sekharj4u@gmail.com 

 

Indonesia FirmanzahFiz University of 

Indonensia 

 

fizfirmanzah@yahoo.com 

 

Iran 

 

MitraNaeimi University of 

Tehran 

 

mitranaeimi@ut.ac.ir 

Japan 

 

Bryce Wakefield Woodrow Wilson 

International 

Centre for Scholars 

 

Bryce.Wakefield@wilsoncentr

e.org 

Kenya Bozo Jenje 

 

 bozojenje@yahoo.com 

Macedonia  GordicaKaranfilovska  gordicak@yahoo.com 

 

Malaysia 

 

Khairiah Salwa-

Mokhtar 

 

USM khairiah@usm.my 

Mexico 

 

 

 

Omar Chavez 

 

 

 togua@yahoo.com 

mailto:amatuskova@gmail.com
mailto:sigge_winther@yahoo.dk
mailto:niveenezzatat2003@yahoo.com
mailto:niveenezzatat2003@yahoo.com
mailto:rochebrun.associates@gmail.com
mailto:rochebrun.associates@gmail.com
https://sites.google.com/site/psapmg/redir.aspx?C=4e0168c15e314cbd92ce084480f0ace7&URL=mailto%3ak.jakeli%40rocketmail.com
mailto:kobby_mensah@yahoo.com
mailto:ikotza@jour.auth.gr
mailto:sekharj4u@gmail.com
mailto:fizfirmanzah@yahoo.com
mailto:mitranaeimi@ut.ac.ir
mailto:Bryce.Wakefield@wilsoncentre.org
mailto:Bryce.Wakefield@wilsoncentre.org
mailto:gordicak@yahoo.com
mailto:khairiah@usm.my
mailto:togua@yahoo.com
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New 

Zealand/ 

Australia 

 

Jennifer Lees-

Marshment 

University of 

Auckland 

j.lees-

marshment@auckland.ac.nz 

Pakistan Muhammad Talha 

Salam  

& 

Aman Abid 

 

National University 

of Computer and 

Emerging Sciences 

talha.salam@nu.edu.pk 

 

aman.abid@nu.edu.pk 

Poland Marek Sempach University of Lodz 

 

sempach@uni.lodz.pl 

Romania  

 

Iulia Huiu  

&  

Dan Mihalache 

Dimtrie Cantemir 

 

University in 

Romania  

iulia.huiu@public-affairs.ro 

Sweden 

 

JesperStromback Mid Sweden 

University   

 

Jesper@jesperstromback.com 

Taiwan:  

 

Norman Peng  N.Peng@mdx.ac.uk 

Turkey Mehmet Can  Can.demirtas@deu.edu.tr 

 

USA Ken Cosgrove Suffolk University kcosgrov@suffolk.edu 

 

Notes:  

* = New Co-ordinator(s) 
 

If anyone would like to get involved and go on the committee, please let our Communications Officer 

Jennifer Lees-Marshment know (j.lees-marshment@auckland.ac.nz). We are always looking for 

people! 
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UK 2015 Election Analysis  

 

Lost in 2010? Making Sense of the UK General Election 
 

Darren G Lilleker 
PMG Chair 
Bournemouth University  
dlilleker@bournemouth.ac.uk 

 

 

Only a few brave Conservatives put a bet 

on the party gaining a majority at the 2015 

General Election. The polls all predicted a 

hung parliament and in all likelihood 

there would be an anti-austerity, and so 

anti-Conservative majority. The fact that 

the polls were dramatically inaccurate is  

 

only a small part of the story. Although the 

Conservatives’ vote share was 36.9% they 

gained over 50% of the seats, Labour’s 

majority collapsed in Scotland, the Liberal 

Democrats’ (LibDem) vote collapsed 

everywhere and although the UK 

Independence Party (UKIP) were the third 

largest party in vote share the anti-EU and 

anti-immigration party only retained one 

of the two seats won through defections in 

2014 and gained no more. It was perhaps 

the most dramatic election result for many 

years, one with the potential to have 

profound effects on the future of the 

politics of the UK. 

Overall result in votes and seats
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There are a number of reasons for the 

result, and these are my own informed 

opinion of course. The first was the 

LibDem effect. The collapse of their vote 

was dramatic in itself, but the fact that the 

Conservatives were the main benefactors 

influenced the gain in seats significantly. 

Historically the LibDems had squeezed the 

Labour vote, arguing that only they could 

keep the Conservatives out. After the 2010 

coalition this argument was no longer 

valid, some voters probably feeling they 

had voted to keep the Conservatives out 

but still got a Conservative government. It 

is unlikely that LibDem voters contributed 

to a Conservative win, or indeed the UKIP 

surge, rather some returned to Labour, 

others migrated to the Greens and some 

stayed at home. An interesting example 

can be seen in the result in St Ives, one of 

the most marginal Con-LibDem seats (of 

which there were many). The collapse and 

fragmentation of the LibDem vote allowed 

the Conservatives to win the seat but 

gaining fewer votes than in 2010. 

 

 

The polls showed a degree of uncertainty 

with the Conservatives, perhaps as their 

spending plans (or rather planned cuts) 

remained vague throughout the campaign. 

While the party and the largely supportive 

print media reinforced their credibility for 

economic management, there seemed 

discomfort among some over the means by 

which economic stability would be reached. 

Nevertheless Labour suffered from having 

a leader who was seen as lacking in the 

qualities required for a prime minister and 

having little to say on the economy. 

Mistakes 2007-10 were admitted, but the 

central plank of Labour policy was to try to 

prime the public that they were the only 

party to maintain the NHS in full public 

ownership. Beyond that they were 

‘Conservatives lite’: reducing immigration, 

reducing national debt but in a fairer way 

than their main rivals. But for Labour, 

Scotland became their problem. Ed 

Miliband stated he would never enter into 

an agreement with the SNP but most saw 

some form of Lab-SNP coalition as 

inevitable. The failure of Westminster 

politicians to speak to Scottish voters, and 

the broken promises of more powers in 

return for staying in the UK led to the SNP 

taking 56 out of 59 seats in the territory.  
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It was the idea of a coalition that became 

central to the Conservative campaign. 

Depicting Miliband as the puppet of SNP 

leader Nicola Sturgeon or former leader 

Alec Salmond featured early on posters. 

The potential damage a coalition divided 

over the future of the UK could do was 

peddled around marginal seats in an 

attempt to scare floating voters into voting 

Conservative. While it is impossible to 

know whether it worked, the fact that the 

majority of Con-Lab marginal were won by 

the Conservatives suggests this argument, 

along with Miliband’s image and indistinct 

programme, may have swung some voters. 

LibDem leader Nick Clegg may have 

dreamed of being an alternative coalition 

partner, offering the Conservatives a heart 

and Labour a brain, but clearly many 

voted for certainty and saw the better bet 

of offering that to be the Conservatives. 

 

So what of the political marketing 

communication? The strong brands 

attacked from the margins. UKIP and the 

SNP attacked the Westminster consensus, 

had leaders with strong appeal among 

their electorates and gained significantly 

in vote share. The fact that the SNP gained 

56 seats on 4.7 of the popular vote while 

UKIP gained a single seat despite winning 

12.6% of the vote is telling of the issues 

with the first past the post system. The 

Greens failed to make an impact in seats 

and vote share gains were modest, 

perhaps collecting disaffected LibDem 

voters despite a poor performance from a 

leader who famously suffered from “brain 

fade”. The LibDems lost their 

distinctiveness and positioned themselves 

as a moderating influence on a 

government if they held the balance of 

power. While their manifesto may have 

offered policies that had appeal it was 

unlikely they would be delivered and the 

brand had been tarnished among young 

voters for not scrapping student tuition 

fees and among the squeezed Labour 

supporters for propping up a Conservative 

government. Hence the outcome relied 

heavily on campaigns that built heavily 

upon the long term images of the major 

two parties.  

 

The battle therefore was between the 

Conservatives putting responsible 

economic management foremost, building 

on a record of some achievement 2010-

2015 and Labour arguing they could offer 

the same without punitive welfare cuts or 

putting NHS services in the hands of 

private companies. The parties appeared 

throughout to be able to gain a significant 

lead in popular opinion, though Cameron 

consistently beat Miliband on every 

measure but honesty. The campaign relied 

on simple messages, for the Conservatives 

‘don’t let Labour break the economy’, for 

Labour ‘don’t let the Conservatives break 

the NHS’. Miliband’s attempt to cast his 

pledges in stone, producing a £30,000 

‘Pledge Stone’ went viral as ‘Ed Stone’ and 

then ‘Head Stone’, it was mocked as much 

for being the first clear articulation of his 

policies, two days before voting day, as for 

its biblical metaphor. The Lab-SNP 

question reinforced the Conservatives’ 

message of fear and insecurity; it was not a 

case of what if we win, more what if we 

lose. The Conservatives also offered 

special offers, tax breaks, home ownership 

to housing association tenants and a raft 

of messages aimed at ‘working families’. 

Each offer, along with the overriding 

messages, was promoted on leaflets posted 

to residents in those crucial marginal seats. 

Every vote counted and every voter was 

offered something of appeal in what was a 

campaign that was tightly controlled and 

designed for consumption by a mass 

media audience.  
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But did the campaign really matter? 

In some ways one could argue, that the 

2015 election outcome was determined not 

in 2015 but in 2010. The major 

contributing factor to the Conservatives 

having more seats than Labour was the 

economy. Labour’s Gordon Brown lost his 

credibility and all the Conservatives had to 

do was appear to offer a plan for recovery. 

That Cameron and his team were untested 

perhaps shaped the outcome and led the 

Conservatives to require a partner in order 

to have a working parliamentary majority. 

The coalition killed off future electoral 

hopes for the LibDems, not due to their 

performance but because of their 

abandonment of the left wing in order to 

prop up the right, a perception that must 

have prevailed among the voters who the 

LibDems had won over during the Blair 

years. But Miliband’s Labour failed to 

position themselves as having a better or 

more credible economic plan and the 

Conservative plan had not been an abject 

failure. Miliband had more to prove than 

Cameron as he had been part of a 

government that had overseen economic 

collapse, all Cameron had to do was 

oversee an improvement which was 

inevitable. In late April and early May 

many voters may have been unsure of who 

to support, some may have been 

impressed by Miliband whose media 

depiction as geeky, weird and incompetent 

evaporated somewhat during the 

campaign. But perhaps in the end 

insecurity did the job, and for those 

floating voters in marginal constituencies 

the ownership of fiscal responsibility 

among the Conservatives swung them 

crucial votes on May 7th. For the 

Conservatives it was a case of sticking with 

the brand you know and hope for the best 

rather than go for some unknown, 

unfamiliar and untested coalition. In the 

end it seemed it was an easy sell.   

 

Lessons to learn 

So what do we learn from the UK election 

 You need a clear message, indistinct 

and vague messages do not inspire 

 Beware stunts that backfire, think 

about photoshopping 

 Attacks work, as long as the basis for 

the attack is believable  

 Insecurity mobilises voters 

 The air war is important, but so is the 

ground war in marginal seats 
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The Application of Persuasion at the 2015 UK General Election 

 

Nigel Jackson 

Reader in Persuasion and 

Communication 

Plymouth University 
nigel.jackson@plymouth.ac.uk 

 

The orthodox view is that campaigning 

matters, but that this is primarily between 

elections not the during the election 

campaign itself.  While this may be 

broadly true, there is also evidence that 

there are a number of practical ways in 

which what happens during the campaign 

has an effect.  This implies that candidates 

and parties do not just seek to inform 

voters but also get them to do something.  

Looking at the 2015 UK General Election 

we can see how persuasion theory may 

help explain the actions of parties and 

candidates – why what they tried to do 

might work. 

 

The Labour Party claimed that from 

January until polling day they had had 

spoken to 4 million people (approximately 

11-12 per cent of the total electorate).  This 

doorstep approach was a throwback to a 

previous era.  This could possibly be 

explained as a matter of expediency that 

Labour lacked the financial resources to 

pay for previous levels of advertising.  

However, it could also imply that they 

were applying psychology.  By allowing for 

dialogue, emotion and using non-verbal 

cues face-to-face communication is more 

persuasive. If correct Labour may have felt 

with their limited budget this might be the 

most effective way to shore up their core 

vote. 

 

 

One very popular theory is Elaboration 

Likelihood Model (ELM) which suggests 

that there are two different routes by 

which we are persuaded.  The central 

route is used for those who are interested 

in a subject, and they deliberately seek out 

information on it.  The arguments that are 

used therefore are rationale in basis.  In 

the context of an election those using the 

central route are likely to be interested in 

party policies and statistical arguments.  

The other route, the peripheral, is relevant 

for those who have little or no interest in a 

topic where heuristics, or short cuts, are 

used.  The most obvious way in which the 

parties sought to use heuristics for those 

not that interested in politics was 

association with celebrity.  The Labour 

Party had a tour of battleground seats by 

the cross-dressing comedian Eddie Izzard.  

Thus if you were not really interested in 

politics, but liked Eddie Izzard you would 

be more likely to view Labour positively as 

a result.  

 

A more nuanced use of celebrity was 

provided by the Liberal Democrats.  An 

email from the former party leader, Paddy 

Ashdown, announced that anyone making 

a donation within 48 hours would have the 

chance to have dinner with the film star 

High Grant.  Obviously this was aimed at 

party supporters not members of the 

public, but again it is making the link with 

celebrity.  To give additional credence to 

this celebrity endorsement there was a 

statement from Grant saying how 

appreciative he was of the party leader, 

Nick Clegg. 

 

Labour used a sophisticated attempt to 

fundraise.  In the space of 24 hours I 

received 4 emails which told a story about 

how they were fundraising.  The first said 

that in order to fund extra activities the 

following week they needed £111,300 
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within 48 hours.  The clever bit was “Nigel, 

if there ever was a time to join the 20,388 

others who’ve donated this month, this is 

it.  Do your bid to help our campaign win 

as many as votes as possible in the final 

two weeks of this neck-and-neck election 

– it takes two minutes to donate.”  By 

referring to 20,388 donors this message 

sought to create a social norm, that as 

others were doing the same I would not be 

alone.  In short this persuasive message is: 

there is a real problem; there is a solution; 

I can help solve it; and there is no barrier 

to stop me doing so.  My one criticism is 

that they could have pointed out what 

each of the various suggested donation 

sums could buy, as this would make the 

message a little more tangible. 

 

This was not the end of the story.  The 

third email 8 hours later again invoked 

social norms: “Since midday, an incredible 

3,935 Labour members and supporters 

have donated more than £85,226.” This 

added additional evidence that I would not 

be alone in donating. The last email the 

next day stated how successful they had 

been by exceeding the amount, and in half 

the timeframe.  This implied momentum 

and an appeal to human nature that we 

want to be on the winning side. An 

interesting postscript to this appeal was 

that a few days later I received an email 

asking me why I had not donated, and 

asking me to click on a button to explain 

why.  

 

The Conservative Party website was the 

only one to deliberately apply gamification.  

This is the idea that online platforms use 

aspects of gaming to engage with visitors.  

The Conservatives approach was targeted 

at supporter’s not causal visitors to their 

website.  Typically gamification strategies 

seek to create competition, league tables 

and offer prizes, and this is exactly what 

the Conservatives did.  They operated a 

points scheme, Share the Facts, designed 

to encourage interaction and amplification 

of their online campaign.  Those who 

signed up would get points, for example, 

for sharing posts or when others 

responded to them.  Every fortnight the 

top twenty point scorers on the leader 

board won a prize.  This ‘game’ 

encouraged supporters to disseminate 

virtually the Party’s key messages. 

 

One candidate took a very interesting 

approach.  The day before polling day they 

sent out a message to their e-newsletter 

subscribers providing practical 

information.  This included when the polls 

were open, how to vote and which 

elections were happening (there were local 

elections as well) and an estimate of what 

time the result would be announced.  I 

very much doubt this information was sent 

out for partisan reasons, but it may have 

supported a view that this candidate was 

an expert, one of the most powerful 

persuasion tools. 

 

These individual examples do not 

automatically imply a strategic approach 

to changing behaviour.  However, it does 

seem likely the party political marketers 

running the fundraising, volunteer 

mobilisation and leaders’ tours 

understood persuasion and how to apply it.  

The Labour Party, for example, seems to 

have deliberately applied ELM, that they 

constructed very different messages 

depending on whether the audience was 

likely to be interested in politics or not.  

ELM has been previously applied to 

politics, so Tereza Capelos refers to 

sophisticates who know a lot about politics 

and novices who know little.  However, 

less common has been the application of 

gamification, there have been some 

individual examples suggested for US 

politicians, but the Conservatives use of it 

seems to be the first in UK politics.  The 

interesting question is whether this is a 

one-off experiment or whether other 
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parties and political actors will jump on 

the bandwagon.  The next question is 

whether the focus of gamification will be 

on mobilising supporters or persuading 

voters.  The UK 2015 General Election 

campaign suggests that campaigners are 

aware that persuasion theory can be a 

useful tool.  The next logical step is that 

more political actors globally will seek to 

also apply persuasion theory in whatever 

way fits their political system. 

  

 

The Coalition: Why the BBC Got It Right 

 

Robert P. Ormrod 

Associate Professor 

Department of 

Management 

Aarhus University 

Denmark 

 

 

 

The media coverage of the recent UK 

General Election was a bit strange for 

those who live on the European mainland. 

Many countries in the EU are governed by 

coalition governments, some of which do 

not even command a majority in their 

parliaments. So it was with some 

bemusement that I read article after 

article in the UK press dissecting how to 

make coalition governments work, which 

coalitions were possible, and who didn’t 

like whom enough that they would throw a 

strop and refuse to govern together. Even 

the BBC had a game on their website 

where the player could create their own 

coalition government.  Each coalition 

government was assessed given the 

current opinion polls for all of the 

contesting parties, party policy positions 

and the comments made by the parties 

about each other. I tried the obvious 

coalitions – Labour and the SNP, the 

Conservatives and the Liberal Democrats 

– and then tried some less obvious 

constellations. It made for fascinating 

reading. 

 

In Denmark, with a history of minority 

coalition governments, this online game is 

also played in the run-up to elections, 

most recently the General Election of the 

18th June 2015. However, in contrast to the 

BBC’s approach, the Danish media has 

reduced the choice for players into one of 

two political ‘blocks’, either red or blue. 

Creating one’s own coalition using the 

online game on DR, the Danish equivalent 

of the BBC, is an exercise in futility as 

according to the media, apparently 

everyone knows in advance which parties 

will club together after the election. As 

such, players of DR’s online game can 

move party symbols into groups until one 

of the two blocks has more than 90 

mandates, giving an absolute majority. 

 

This superficial approach to 

understanding the reasons for party 

cooperation – expressed as support for a 

red or blue government – fails to address 

the underlying reasons for cooperation. 

Simply assigning parties to one of two 

blocks and framing the choice as ‘red or 

blue’ in an election campaign is 

dangerously artificial, especially given that 

the vast majority of Danish legislation is 

passed using votes from parties in both 

red and blue blocks. For example, the ‘blue’ 

Liberal Alliance and the ‘red’ Socialist 

People’s Party both support legislation 

that decreases the amount of paperwork in 

the national healthcare system. For the 

Liberal Alliance, this frees up resources 

that can be used to lower the tax burden; 
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for the Socialist People’s Party, this frees 

up resources that can be used in other 

areas of the welfare state. Same legislation, 

different colour. 

 

After the British General Election, the 

pollsters in the UK were criticised for 

getting it wrong (with the obvious 

exception). The Conservative Party gained 

an absolute majority and the BBC’s online 

‘build-your-own-coalition’ game was made 

redundant. This is a shame, as the 

designers of the BBC’s online game 

actually got it right. Instead of taking a leaf 

out of the Danish media’s book and 

dumbing down politics into a choice 

between two blocks, the BBC’s choose-

your-own-coalition game designers 

provided an insight into the comments, 

policies and general attitudes of each of 

the parties with regard to the other parties. 

So maybe the Danish media can learn 

something from the BBC’s approach to 

framing the UK’s fledgling experiment 

into coalition governments; given the 

demonstrated impact of the online media, 

it is more important to look at the long-

term cooperation and general attitudes of 

parties rather than which parties share the 

same colour. 

 

 

 

 

 

 

 

 

Trends in Political Marketing 

 

New View of Society to the Conflict in the Ukraine: you are not 

only what you eat but where you go 

  

 

How Georgian political market reacts of 

War in the Ukraine is the main question of 

our marketing research. This war will 

affect political markets in future usually. 

That’s why it is main object to try to 

understand what motivates and influences 

people’s thoughts about the War.  

 

The big line in front of embassies and 

consulates is usual picture in 

transformational countries. My idea was 

to make political marketing research in 

these lines of people, waiting for visa of 

some countries they dream to go. 

 

The dilemma of marketing segmentation 

is solved by itself; respondents choose 

themselves where to stay and which model 

of the country to choose, because it is 

better. 

 

We don’t include travellers and tourists in 

such marketing research; the idea is to ask 

questions to person pursuing some long 

term stay in the countries they apply for 

visa. 

 

According our principles we choose 3 

consulates in the capital of Georgia – 

Tbilisi: USA, Germany and Russia. 

 

USA embassy and consulate is managed 

well in every country, especially in Georgia. 

Kakhaber Djakeli 
Faculty Professor 
Faculty of Business 
Management 
International Black Sea  
University 
k.jakeli@rocketmail.com 
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People waiting for visa, look well, the 

businessmen, NGO staff, sportsmen, even 

religious man, looks like an innovative 

person.  

 

The Embassy and consulate of Germany, 

in Tbilisi, waits for people, having some 

business with Germany, mostly they are 

car dealers, taking second hand cars from 

Germany to sell in Georgia. Everyone is 

busy and silent. It seems that people work 

also in the line. 

 

The Embassy and consulate of Russia, has 

many visitors in Tbilisi, but people are 

different, sad, disappointed faces, they 

don’t believe to “American style of life”, 

they don’t trust capitalism and respect 

Putin. So they say, what to do.    

 

The first question was about general 

overview of politics, the second question 

was about trust to political systems and 

the third question was about what 

happens in the Ukraine. The answers were 

very disappointing:

 

Questions Answers of the 

people Waiting 

for the visa at USA 

embassy  

Answers of the 

people Waiting 

for the visa at 

German Embassy 

Answers of the of 

the people 

Waiting for the 

visa at Russian 

Embassy 

 

1st question: how you 

asses political 

situation in Georgia 

Positive, we should 

work better, study 

more and strengthen 

our country 

 

We need peace and 

way to Europe 

Nothing is good, 

secret societies like 

Masons are guilty  

2nd question about 

how respondents 

trust the political 

system of their 

country 

 

We trust with 80% We trust with 67% Don’t trust at all 

3rd questions: how 

respondents assess 

what happens in the 

Ukraine? 

 

Russia is wild, bad, 

cruel neighbor, Putin 

is dictator.  

America and Russia 

are guilty in this 

bloody conflict.  

America is guilty. 

Masons are guilty 

 

The political marketing research had one object: to divide people according their attitude to 

conflict in the Ukraine. Now we see that not only people are divided according where they 

seek their job, but their ideas and assessments to the war or conflict change accordingly.  
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Call for Papers 

 

Journal of Customer Behaviour 
 

Special Issue on  
Political Marketing: voters, political parties, candidates and elections 

Guest Editor: Dr. Peter Reeves, Salford Business School, University of Salford, U.K. 
Paper submission deadline: Friday 9th October 2015. 

 

Political marketing has become 

established as a specialist academic field. 

The aim of this special edition is to publish 

conceptual and/or empirical political 

marketing research, which examines how 

political marketing functions in 

democracies around the World. Papers are 

invited which consider aspects of political 

marketing from the broadly defined 

standpoints of: (i) consumer behaviour 

informed studies into how voters make 

political vote decisions (e.g. Ben‐Ur & 

Newman, 2010; Cwalina et al., 2010; 

Newman & Sheth, 1985); (ii) how political 

parties adopt and implement political 

marketing strategies, tactics and practices 

(e.g. Cosgrove, 2007; O’Cass, 2001; Reeves, 

2013); (iii) how political marketing 

functions during election campaigns (e.g. 

Lees‐Marshment, 2005; Wring, 2001). 

The journal is interested in contributions 

from political marketing scholars from 

around the World who can produce 

research from a variety of political and 

electoral contexts. 

 

Suggested Topics 

Topics of interest include, but are not limited to: 

 

 Voters as consumers/ customers. 

 

 What factors influence voter choice 

decisions, and participation in 

elections and referenda? 

 

 The conceptual foundations of the 

political vote, and how it is similar or 

different to commercial oriented 

consumer behaviour decisions. 

 

 The stages and influences in the 

political vote decision. 

 

 Political marketing strategies, tactics 

and practices at strategic (national) 

and/ or operational (local) levels 

 Studies of specific political marketing 

strategies, tactics and practices (e.g. 

segmentation, targeting and 

positioning, image management, 

advertising, e‐marketing, social media 

campaigns and technology, market 

research and polling, brand 

management, internal political 

marketing etc) 

 

 Analyses of political marketing during 

elections campaigns (i.e. EU, National, 

Presidential, Parliamentary, State, 

Regional, Local) or referenda.  

 

 

If you have any other ideas for papers in the area of political marketing which do not fit any 

of the above topics, then you may wish to email the Guest Editor to discuss your ideas 

further. 
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Submission Guidelines 

Paper should have clear theoretical and 

practical contributions. Papers will be 

subjected to double blind peer review. As a 

guide, conceptual papers should be 

around 4000 words and empirical papers 

should be 6000 to 8000 words. The 

papers should be submitted in accordance 

with presentation and referencing style 

guidelines of the Journal of Customer 

Behaviour (http://www.westburn-

publishers.com/jcb-guidelines/) 

 

Manuscripts should be submitted online 

using the Journal of Customer Behaviour 

ScholarOne Manuscripts site 

(http://mc.manuscriptcentral.com/wpjcb) 

New users should first create an account. 

Once a user is logged onto the site 

submissions should be made via the 

Author Centre. Authors should prepare 

and upload two versions of their 

manuscript. One should be a complete text, 

while in the second all document 

information identifying the author should 

be removed from the files to allow them to 

be sent anonymously to referees. When 

uploading files authors will then be able to 

define the nonanonymous version as 

“Complete paper with author details”, and 

the anonymous version as “Main 

document minus author information”. 

Please note that authors are responsible 

for ensuring that copyright permission has 

been properly obtained for all material 

included in their submission. To submit 

your manuscript to the Special Issue 

choose ’Special Issue’ from the Manuscript 

Type list when you come to submit your 

paper. Then, when you come to the 

‘Details and Comments’ page, answer ‘Yes’ 

to the question ‘Is this manuscript a 

candidate for a special issue?’ and insert 

the title ‘Political Marketing’ in the text 

field provided. 

 

 

 If you require any further information, then please contact the Special Issue Guest 

Editor, Dr. Peter Reeves (P.Reeves@salford.ac.uk). 

 Technical issues with the e‐submission can be raised with the Journal Editorial office at 

jcbeditorial@westburn.co.uk 
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Events and Conferences 
 

Campaigning and Voting in Europe:  

new challenges, new perspectives 

 
Workshop, Paris 14-16 December 2015 

 

Darren G Lilleker 
PMG Chair 
Bournemouth University  
dlilleker@bournemouth.ac.uk 

 

 

A plethora of elections have taken place 

across the European continent over the 

last twelve months, from 

the European parliamentary election 

involving all 28 member states in May 

2014 to more recent national contests in 

Greece, Romania, Spain, Poland, 

Denmark, Finland, Portugal, Estonia and 

the UK. 

 

This conference aims to examine the 

conduct of European campaigns and their 

impact on voter turnout and voter choices. 

 

Research on voting behaviour has 

increasingly pointed to the growing 

importance of short-term external factors 

over longer term sociological forces as key 

determinants of voter behaviour (for 

example the declining impact of social 

cleavages on voting behaviour as shown in 

Western Europe (Best, 2011, Clark and 

Lipset, 1991, Evans and Tilley, 2011, 

Franklin et al., 2009) or the growing 

relevance of campaign factors (Schmitt-

Beck and Farrell, 2001) and the work of 

Green et al (2008) on US contests). While 

the campaign itself has been seen as a 

critical component among these more 

proximate influences it remains something 

a ‘black box’ in terms of what aspects of 

the design and conduct of the campaign 

have most impact on voters. Are elections 

mainly determined by long term factors as 

captured in the famous soundbite ‘It’s the 

economy, stupid’? Or is consistency of 

message, brand and image across media 

channels and party representatives a 

determining factor? Or is it in the affective 

response to negative publicity and 

minimization of internal gaffes? Or is it 

really more about those one-off 

unpredictable and accidental moments 

that grab media and public attention? 

Typically, the successful campaign is by 

and large judged in the post-election 

aftermath – with the winning party or 

candidate being deemed to having run the 

most effective campaign. 

 

In this conference we seek to dissect more 

closely the elements of an 

election campaign and particularly to try 

to deal with the question of how we 

identify and measure a 

successful campaign. To explore this we 

aim to bring together scholars of parties, 

political communication and electoral 

behaviour in a bid to connect the analysis 

of the supply and demand side of election 

campaigns. 

 

We invite papers that seek to model and 

compare election campaign strategy and 

practice over time and also space as well 

as papers that examine responses of 

citizens to campaigns. In particular we 

seek to develop global understandings of 

what works and what does not in terms of 

enhancing their effects on outcomes?  

 

mailto:dlilleker@bournemouth.ac.uk
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Papers may address, but should not be 

limited to, questions such as: 

 How elections campaigns have 
changed in styles, strategies, tools and 
with what impacts? 

 Is big data changing both the conduct 
of campaigns and the study 
of voting behaviour? 

 Are voters becoming less predictable, 
more changeable and so more open to 
persuasion? 

 To what extent is it policies or 
personalities which determine 
outcomes? 

  

Keynote speakers: 

Claes de Vreese, Professor of Political 

Communication, University of 

Amsterdam, NL 

Rüdiger Schmitt-Beck, Professor of 

Political Science & CSES, University of 

Mannheim 

  

Important dates: 

Friday 4th September 2015 – submission 

of abstract 

[Abstract: 500 words (theoretical and 

methodological approach, data 

description, preliminary findings;  

your name and university)] 

 

Please send any questions and the 

abstracts 

to: europeelections@audencia.com 

18th September 2015 – decision on 

acceptance 

18th September 2015 – registration open 

15th November 2015 – end of registration 

  

 

 

 

 

 

 

 

 

 

Scientific committee 

Rachel Gibson, Manchester University, 

UK 

Karolina Koc-Michalska, Audencia 

Business School, FR 

Darren Lilleker, Bournemouth University, 

UK 

Ralph Negrine, University of Sheffield, UK 

Sylvie Strudel, Université Paris 2 

Panthéon-Assas, FR 

Thierry Vedel, Sciences-Po Paris, FR  

  

Conference supported by: 

International Communication Association, 

Political Communication Division 

International Political Science Association 

(RC22) 

The format will be workshop style: 20 

minutes for presentation and 20 for 

discussion 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:europeelections@audencia.com
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Review:  

Global Political Marketing and Management Conference 2015 
 

 
 

School of Marketing and International Business,  

Victoria University of Wellington, New Zealand 

5-7 June 2015  

 

Participant’s Perspectives 

 

Rachael Crosby  
MA Student 
Politics and International 
Relations 
University of Auckland 
 
 

 

I would like to start by thanking the 

UKPSA for helping to send me to the 

Global Political Marketing and 

Management conference 2015 in 

Wellington. The conference was a fantastic 

event that was engaging from start to 

finish. As well as listening to some 

fantastic presentations, it was great to be 

able to network with other political 

marketing researchers as well as 

practitioners. 

 

I was delighted to be given the opportunity 

to present my MA research. It was both 

my first time presenting this research, as 

well as my first time presenting at an 

academic conference. I shared my findings 

on how well politicians currently use 

Facebook as a platform for relationship 

marketing and spoke about two case 

studies I analysed in Auckland Central 

(Jacinda Ardern and Nikki Kaye). I was 

lucky enough to have plenty of questions 

from the audience and after presenting I 

had some really engaging conversations 

with academics and practitioners about 

further research projects and how 

politicians could use my final model in 

their everyday communication. In 

addition, my thesis deadline was a short 

while after the conference, and the 

comments questions I received greatly 

helped me to refine my research as well as 

incorporate the critiques given to me. This 

feedback was incredible valuable.  

 

 
 

Thanks again to the UKPSA for the 

opportunity to attend this fantastic 

conference.
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Tom James 
MA Student 
Politics and International 
Relations 
University of Auckland 
 
 

 

Attending the 2015 Global Political 

Marketing and Management conference 

was a fantastic experience. Therefore, I 

would like to thank the UK Political 

Studies Association for giving me the 

opportunity to attend and present my 

research. Without their kind grant I would 

not have been able to travel to Wellington 

and discuss the current trends in political 

marketing with academics and 

practitioners from around the world.  

 

 
 

I presented my MA research, which looks 

at the implementation of a market-

orientation in Labour Parties. The 

research specifically looks at the UK and 

NZ Labour Parties in opposition. A 

market-orientation is where parties use 

market intelligence to design and adjust 

their product (policies, candidates, logos, 

structure of party, etc.) to suit their target 

voters. This is not to say the product must 

be entirely constructed according to what 

the public wants, parties and leaders must 

also provide their own vision and values. 

The literature suggests that more market-

orientated parties do better in elections 

and often the most market-orientated 

party wins government.  

 

As it was my first time presenting at an 

academic conference, I gained a lot of 

useful feedback on both the content and 

how research was presented. I’d like to 

thank Rachael Crosby, Tiffany Winchester, 

and Ken Cosgrove for their particular 

insights into how I can improve the work 

going forward. Moreover, I was especially 

excited to be able to present to 

practitioners from both the Australian and 

New Zealand Labour Parties, as well as 

being able to talk with them about how my 

research could be applied in their parties 

presently.  

 

It was also fantastic to be able to enjoy and 

learn from so many leading academics in 

the field of political marketing. I found the 

lessons from Lorann Downer on the value 

of parties maintaining and building their 

brand equity as distinct to their leaders’ 

brands and Stephen Dann and Andrew 

Hughes’ joint presentation on how attack 

ads turn off non-partisan voters from 

politics particularly fascinating.  

 

Overall this was a fantastic conference and 

I’m really glad to have had to opportunity 

to not only present my research, but also 

connect with practitioners and academics 

from around the world. Finally I’d like to 

reiterate my thanks to the UK PSA for 

their part in helping me attend the 

conference.  
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Edward Elder 
Politics and International 
Relations 
University of Auckland 
 
 

 

I have found that attending specialised 

academic conferences within my own sub-

field of political studies is incredibly 

intellectually fruitful. Being a former 

Wellington resident, having the Global 

Political Marketing and Management 

Conference in Wellington was particularly 

exciting for me. As always, the networking 

was just as fruitful as the presentations. 

For me, this kicked off on the Thursday 

night catching up with academics from 

Australian and the US over dinner. 

 

 
 

Friday's parliamentary tour was also 

enjoyable. Having spent many years as a 

child walking the halls of Parliament it 

was amazing how little I knew about the 

place outside "that's where I got my access 

card and that's where we used to get 

lunch."  

 

The keynote address by New Zealand's 

Deputy Prime Minister and Minister of 

Finance, Bill English, was very relevant to 

the theme of the conference. For me 

personally it was exciting to hear him back 

up several key points from my recently 

finished PhD, including the main thesis 

statement that leaders don't have to follow 

the public as long as they show they have 

respectfully listened to them. I am not 

sure Mr English saw my fist pump as he 

made that statement, but I know Tom 

James did. 

   

 
 

As with the last two conferences, the 

presentations showed that some great 

research is going on in the fields of 

political marketing and management. I 

particularly enjoyed Andrew Hughes and 

Stephen Dann's presentation on why 

negative advertising does not work as well 

as many believe.  I was also very happy to 

see fellow post-graduate students Rachael 

Crosby and Tom James have the 

opportunity to present their research for 

the first time. It was also great to get some 

interesting and useful insight from 

practitioners such as former Green Party 

co-leader Ruseel Norman. 

 

 
 

I presented the findings of my PhD on 

communicating contemporary leadership 

in government, with a healthy dose of 

videos to make sure I kept the audience's 

attention. Having presented my work at 

different stages approximately ten times  
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over the last five years I found it funny 

that the positive feedback fit the theme of 

"you were very polished." Having 

practitioners ask if I can send them my 

work was reassuring. Having to say no 

since it is getting published was a further 

ego boost. 

 

 

Overall I really enjoyed my four day visit 

to Wellington. The presentations were 

fantastic and the company was even better.  

I would like thank the UKPSA for their 

part in helping me attend the conference 

through their generous grant. 

 

 

  

 

Conference Programme 

 

Friday, 5 June Museum of Wellington City and Sea 

5.30-7.30 Opening reception 

6.00 

Bill English 

Marketing the budget  

 

Saturday, 6 June  Royal Society of New Zealand 

10.00 

Celia Wade-Brown 

The Marketing of the Capital City to the 

World: How We Promote Wellington 

10.45 

Tom James 

Implementing a market orientation in 

Labour Parties: identifying lessons from the 

UK Labour Party and the New Zealand 

Labour Party in opposition 

11.15 

Lorann Downer 

It's the equity, stupid! Protecting the value of 

the partisan brand 

12.00 

Jennifer Lees-Marshment, Lorann Downer, 

Tom James, Andrew Hughes Labo(u)r's lost brands  

1.30 

Edward Elder 

Market-Oriented Governing Leaders’ 

Communication:comparing John Key and 

Barack Obama 

2.00 

Dan Laufer 

How do independent voters assess blame for 

policy failure?Insights from consumer 

attributions of blame 

2.30 

Karl Lofgren  Digital participation 
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3.30 

Stephen Dann 

Andrew Hughes 

Time for a (generation) change? The rise of 

GenY and the (possible) end of attack 

politics.  

4.00 

Chong-Ki An 

A third candidate’s success and 

failure: Understanding in terms of a new 

product’s market penetration 

4.30 

Ken Cosgrove 

Sports and Political Branding: Can 

the  Political Brand Approach Sports 

Affinity? 

Sunday, 7 June  Royal Society of New Zealand 

9.00 

Jennifer Lees-Marshment, Stephen Dann, 

Ken Cosgrove 

Global trends in political marketing and 

management practice and research 

10.00 

Russel Norman 

The Marketing of a Referendum: Insights 

from the Green Party in New Zealand 

11.00 

Tiffany Winchester 

One does not simply vote for someone 

else: growing the Green Party by considering 

segmentation and targeting in Australia 

11.30 

Jennifer Lees-Marshment 

Brand over product? Vote Compass market 

intelligence from the 2014 New Zealand 

election and the importance of leadership 

and delivery not just policy 

12.45 

Michael Macaulay, Brad Jackson 

The Celebrification of Political 

Leaderships: The end or renewal of 

democracy? 

1.30 

Akiko Kawai 

Political marketing in Japan: Internet 

impact on 2013 campaign 

2.15 

Rachael Crosby 

Politicians and relationship marketing;  A 

case study on NZ politicians use of 

Facebook. 

2.45 

Saikat Banerjee 

Factors Responsible Behind Shaping 

Political Brand Preference:A Study on Indian 

Voters 
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Practitioner's Perspectives 

 

Political Survival in New Zealand's Turbulent 80s and 90s 

Editor's note: The writer of the following column, Jack Elder, was a Member of the New 

Zealand Parliament from 1984 to 1999. As those familiar with New Zealand politics during 

that period will attest to, this was an eventful period in changing the landscape of both 

New Zealand politics and society in general. This included major economic reforms that 

saw New Zealand go from one of the most regulated economies in the world to one of the 

least. This also included a major change in the electoral system from a first past the post to 

a proportional representation system. While not a contemporary case, Jack Elder's story is 

a relevant one. Despite Labour losing almost half their seats at the 1990 General Election, 

Elder was able to hold on to his margin seat of West Auckland. This was in part due to his 

focus on strategy. As he briefly outlines, Elder continually focused on maintaining his 

personal local image. This case shows that responding to the nature of the local electorate 

is something that not new, but it is also something that is even more important today. 

 

Jack Elder 

Former Member of the New 

Zealand Parliament 

1984-1999 

 

 

Shaping the local image 

In July 1984 I won the new seat of West 

Auckland for Labour with a majority of 

2229. Given the large political swings 

which had occurred in the recent past my 

seat was considered marginal to moderate 

Labour. For this reason, a good local 

image was essential. 

 

The desired public image was to be seen as 

a approachable, sporty, young family man 

who was moderate and conscientious. This 

dictated the issues I concentrated on and 

how I communicated the image. I was a 

backbencher in a new activist government. 

Trying to compete with senior colleagues 

for Auckland or New Zealand wide media 

attention would have been unwise. 

Concentrating on local media and local 

issues was the only realistic option.  

 

 

The geography, young age profile and high 

percentage of new housing areas in my 

electorate dictated the issues themselves. 

Education, health services and the 

Northwestern motorway were all essential. 

I carefully cultivated key staff in the two 

local give away newspapers. This involved 

visits to their offices, frequent phone calls 

and submitting articles for publication. I 

talked and wrote about the Northwestern 

motorway so much that my colleague, 

Michael Bassett, once commented that I 

"almost owned the motorway issue." 

 

As the second most mortgaged electorate 

in New Zealand, interest rates was the 

sleeper issue in West Auckland. This 

dictated my support for tight expenditure 

control to reduce government borrowing 

requirements. It was this issue, more than 

any other, which enabled me to appear 

moderate and financially sound. 

 

But a good public image is about more 

than just issues. It is also about how you 

are seen as a person. After winning the 

seat I moved into the electorate and went 

out running the streets frequently. To 

maintain the approachable aspect of my 

image I joined the local joggers club and 

took my dog of the day for runs. 
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One of my most deliberate decisions was 

to visit at least one local supermarket each 

day I was in Auckland. In such places you 

are seen by people who would probably 

never attend a political meeting. After my 

son was born in 1986 nappies prominently 

displayed on the shopping trundler helped 

in maintaining my image as a family man. 

Of course, as soon as he was old enough he 

went shopping with me, as did any of his 

friends. When it comes to politics, the 

more kids the better. Even if they don't 

have children themselves, most people 

have had the responsibility of caring for 

them. There is an automatic bond of 

empathy with others who share this 

experience. I also considered it especially 

good if someone waylaid me. Being seen 

listening to someone in a shop made me 

look approachable. 

 

Another favourite public spot was the local 

fast food restaurants. These places often 

had play areas to babysit the kids while I 

very publically and conscientiously did 

paperwork (tradecraft curtsey of former 

New Zealand Prime Minister Norman 

Kirk). Most people have little idea about 

what MPs actually do outside making 

speeches, giving out prizes at school fairs 

and studying legislation. Seeing the local 

MP working on a small mountain of 

paperwork made me look like a harder 

worker; I was getting the job done. This 

image was further magnified juxtaposed 

with the relaxed nature of those around 

me.  

 

Election campaigning 

When it came to election campaigns we 

followed most of the strategic trends of the 

time; pamphlets, hoardings, hall meetings. 

We even had a computer systems to help 

identify actual and potential supporters 

before it was commonplace. 

 

The only unusual campaign technique was 

the extensive use of approximately 100 

street corner meetings per campaign. This 

was a reversion to a previous generation of 

politics. From 1990 on we refined our 

technique. My team and I would arrive in 

a street followed by live bagpipes being 

played by my Electorate Chairman, 

Donald Burte. Then I would speak through 

a powerful speaker system about the same 

issues I always talked about; health, 

education and the motorway. The live 

bagpipes would play again and we would 

be off to the next stop 10 minutes after 

arriving. The point was not for the local 

people to hear the details of what was 

being said. The point was for local 

residents to hear me boisterously 

campaigning. I was convinced that it 

would have the same effect that seeing a 

policeman on the beat has on people 

concerned about law and order; people in 

public service doing what they are 

supposed to be doing. Also, it was very 

important for residents not to feel as 

though they are being taken for granted. 

They should become convinced that you 

are prepared to make the effort to 
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communicate. This whole strategy helped 

me survive the massive swing against 

Labour in 1990, when safer seats than 

mine went down like nine-pins.  

 

But there is a difference between 

boisterously campaigning and personal 

attacks. Following the wise advice of fellow 

MP Jonathan Hunt, I deliberately avoided 

talking about my opponents directly. The 

old advice about not speaking at all about 

people if you can't say anything positive is 

quite sound. In an election campaign 

speaking about any opponent is actually 

advertising them. Also, people don't like 

personal denigration. This clean 

campaigning actually registered with a 

with a few voters. One of the ongoing 

problems faced by all parties was 

vandalism of hoardings. I had a small 

team who helped me keep ours in order. A 

lesson I learned early on was to make the 

effort to reinstate the hoardings of other 

candidates where it was practical. Partisan 

supporters may not be swayed by such an 

act. However, the growing group of swing 

voters are very often keen to see fair play. 

On one notable occasion a shopkeeper 

crossed the road to help me restore my 

Alliance opponent's sign, noting he was 

very impressed. Signs are deliberately 

placed for maximum exposure. I thought 

that being seen doing this by passing 

traffic put me in a positive light. 

 

However, this rule does not apply to 

attacks on opposing political parties, as 

they are not personal. I learned the harsh 

lessons of multi-party campaigning when 

dealing with Social Credit in 1978 and 

1981. In order to get a clear shot at the 

National Party I had to dispose of any 

other potential challenger party before the 

official campaign started. In 1993, when 

the Alliance Party posed a real threat 

throughout the West Auckland electorates, 

this strategy paid excellent dividends. I 

mauled the Alliance Party, a small 

breakaway party to the left of Labour, 

mercilessly. Any time I got an opportunity 

to bring up their "Polish shipyard 

economic policies" I did; speeches, during 

questions in the House, newspaper articles, 

speaking to people in supermarkets. I was 

shaping their image before they got a 

chance to. During the election campaign 

itself I did not need to mention them. I did 

not need to. I concentrated solely on the 

National Party. 

 

Why maintaining a high profile local 

image is even more important in 

New Zealand today 

The conventional view among my 

colleagues was that personal image was 

rarely worth more than two per cent above 

or below the average for the area. However, 

those occupying marginal seats knew that 

even that two per cent could mean the 

difference between survival or political 

oblivion. Shaping a good local public 

image is even more important in New 

Zealand politics today. Under Mixed 

Member Proportional Representation 

(MMP) voters have the luxury of two votes. 

Because list votes usually decide the 

complexion of the government many 

voters have the luxury to vote for or 

against a particular local candidate 

without it effecting the broader make-up 

of Parliament. This luxury has added to 

the greater volatility in constituency voting. 

Intensive constituency campaigns can 

produce greater support at the ballot box.  
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Interview with a Political Marketing Expert:  

Stephen Mills (UMR) 

 

Conducted by  
Elias Hallaj 
Australian Labor staffer, 
campaigner and trainer 
elias.hallaj@gmail.com 
@Elias_Hallaj 
www.campaignsdownunder.org 

 

This is the second in a series of political 

expert interviews written specifically for 

the PMG newsletter. The interview was 

conducted over telephone by Elias Hallaj, 

who works as a Project Officer for the 

Australian Labor Party and is the author of 

the political blog “CampaignsDownUnder”. 

 

Anyone involved in Australian or New 

Zealand politics would be familiar with the 

firm UMR Research. Stephen Mills is the 

Executive Director of UMR NZ and is one 

of New Zealand's most experienced issues 

management consultants, with over 20 

years’ experience both undertaking and 

using market research to handle major 

issues and develop communication 

strategies.  He has extensive experience 

with major corporate and political clients 

in New Zealand, Australia and throughout 

Asia, and has extensive experience 

working at the top level in politics and in 

numerous issue management and political 

campaigns in New Zealand and Australia. 

 

Stephen is known for giving direct and 

clear advice based on UMR research 

findings. He was a senior political advisor 

to New Zealand Prime Minister David 

Lange prior to joining UMR and was one 

of Helen Clark's closest advisors when she 

was Leader of the Opposition and then 

Prime Minister.   

 

 

 

His regular opinion pieces about major 

political issues can be found at 

www.umr.co.nz and he can also be 

followed on twitter @stephengmills. 

 

So tell me about yourself Stephen. 

Who are you in a nutshell? 

I am a part owner of UMR Research (in 

Australia and New Zealand) and still very 

much a practising market researcher. Part 

of that and a very intense part at times is 

political polling but I’ve also worked for 

scores probably hundreds of other private-

sector and public sector clients. 

 

Where do you live and work? 

This is not simple. My current home is in 

Wellington but am in the process of very, 

very slowly moving my New Zealand base 

to New Plymouth. Auckland, Sydney and 

Brisbane are also very familiar workplaces. 

I was based in Sydney for the 2007 and 

2010 federal campaigns and may do that 

again in 2016. 

 

What compels you to write and 

research politics? 

I was always seriously interested. It seems 

just too entrenched in my life to identify 

reasons. My unfinished thesis was an 

(overly) complex comparison of the 

structural, electoral and political factors 

behind the replacement of Liberal by 

Labour parties in the UK and New Zealand. 

My first job was with the Parliamentary 

Labour opposition research unit in 

Wellington about a year before Labour’s 

1984 election victory and I felt totally at 

home from the first hour at work. I was a 

political advisor to David Lange and after 

his resignation to then Deputy Prime 

Minister Helen Clark before going out to 

real work in the market research industry 

in 1990. 

http://www.umr.co.nz/
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What do you love about politics? 

I do love that the stakes are high. It has 

been a privilege to be part of teams that 

have worked to get some Labour leaders 

into power and to keep them there (and 

also to help remove some conservative 

ones). And I love the mix of 

unpredictability and patterns in politics 

and really enjoy the music and magic and 

adrenalin of campaigns. For a long time I 

got involved in every aspect of campaign 

research but have now reached the 

conclusion that I was born to do campaign 

focus groups (as long as there is not too 

much ad testing). 

 

It is hard to match the thrill of being 

centrally involved in a campaign like 

Queensland this year when it started to 

become clear that Labor could win.  Or the 

last week in New Zealand in 2005 when 

we just pulled ahead. Or winning federally 

in 2007 after working on the very difficult 

2001 and 2004 Labor campaigns.  

 

 

Is there anything you don’t like 

about modern politics? 

Millions of words have been written about 

the problems of modern politics. I do 

think there should be considerable 

concern about how effective democracies 

now are in tackling any issue that involves 

any cost or even inconvenience to voters 

or threatens a powerful vested interest. 

Climate change is the most obvious 

example but I was amazed at the ferocity 

of the attack on Kevin Rudd’s move just 

before the 2013 election to end what 

seemed to be a generally acknowledged 

rort on company cars. 

 

Having been around for a few cycles it is 

obvious that political parties need to make 

more careful judgements on the balance 

between doing what they have to do to win 

elections and being able to govern 

afterwards. Abbott is the most spectacular 

example but by no means the only one 

who has got this wrong. 
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Compulsory or voluntary voting? 

Compulsory definitely. Labour has been 

chasing the enrolled non-vote in New 

Zealand for several elections now. If we 

ever do catch them we will be too tired to 

do anything with them. 

 

Who are your favourite writers? 

I think Robert Caro’s  “Master of the 

Senate” is the best book I’ve read but you 

have to read the prior two volumes of his 

LBJ biographies first. It is cheating to just 

dive straight in. All his fans are hoping he 

can complete this superb series with the 

final volume. His biography of Robert 

Moses is also a great read. In the last few 

years I’ve really enjoyed books by Gitty 

Sereny, Jacob Feist and for lighter reading 

most of Michael Lewis’s books from Liars 

Poker on.  

 

What are your favourite websites 

and news sources? 

I usually but not always manage to quickly 

circle around Stuff, the New Zealand 

Herald, the Guardian (Australia and UK 

sites), the Australian, NYT and Cricinfo.  

There is a lot of good stuff on The 

Conversation, Politico and Inside Story 

and links posted on Facebook and Twitter. 

Too much to take in really.  I’m only 

slowly being weaned from a lifetime 

addiction to newspapers. 

 

Apart from during campaigns I rarely 

watch free to air television news and then 

almost always online. I watch Sky News a 

fair bit which is on in New Zealand too.  

Just compelling when a political drama is 

underway. Be good to have an equivalent 

in New Zealand.  When I was a political 

staffer I always listened to Morning Report 

but now catch NZ radio political 

programmes mainly by podcast.  

 

 

 

 

What’s the first thing you do each 

morning? 

Sometimes it’s taking a second or two to 

work out which city I am in. Often it is to 

hit the snooze button on my iPhone. My 

body clock is geared for a late morning to 

late night cycle which fortuitously works 

for qualitative research but not breakfast 

meetings. 

 

What is your one recommended 

must-read for aspiring 

psephologists? 

There is always the book of the day from 

the USA which you have to read to be part 

of the conversation – Lakoff, Westen, 

Issenberg, Sinek etc.  But I would go back 

and read something from the past to 

provide perspective (maybe a few Butler 

and Stokes books on British elections) or 

something that spans elections (Bob 

Shrum’s biography is an interesting book). 

And don’t miss the Latham Diaries. 

 

What’s your favourite political 

movies/books/doc0/TV series? 

It was a long time ago but I recall enjoying 

a BBC documentary on the Thatcher years 

and the ABC one on the Hawke 

government was excellent too. I loved 

“The Thick of it” , “Spitting image” (and 

the New Zealand equivalent) and have 

enjoyed a few episodes of “the Veep” I 

have seen on planes. Also going back a bit 

but “Rats in the Ranks” was brilliant and 

there was a great film made of the 

Wellington Central electorate contest in 

1996.  

 

I have often heard the savage line in 

political circles that person x or y “has 

watched too much West Wing” but I 

enjoyed the early series. Did not get 

around to it until late and was our first 

family case of binge viewing. We have 

purchased Borgen, which I have been 

reliably informed I will like but not started 

yet.  
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Is there a funny or brilliant political 

ad you’d like to share?   

The Stage, an Obama anti-Romney where 

a guy quietly describes how he helped 

build a stage where representatives of Bain 

Capital announced his redundancy is a 

recent classic. Brilliant not funny. 

 

Not much from Australia or New Zealand 

immediately comes to mind but perhaps 

unwisely I’d commend “Spider Web” 

which attacked Campbell Newman for his 

property dealings in the 2012 Queensland 

campaign. That was a very clever ad which 

reduced a lot of information into a simple 

enough and effective message. For a long 

time in that campaign, research showed 

that it was working. In the end it didn’t 

work at all (obviously) but that was not the 

fault of the ad. 

 

 

 

 

 

 

 

 

 

 

 

What are you currently reading or 

working on? 

I have just finished an introductory 

chapter for a book on the New Zealand 

2014 election edited by Stephen Levine 

and Jon Johansson. Plus several 

commercial projects. It’s a relatively quiet 

time politically after the Queensland and 

NSW elections. 

 

Which other psephologists do you 

recommend I interview soon? 

Heather Simpson, Helen Clark’s chief of 

staff, might be ready for an interview. 

Probably not. 

 

Do you agree that most people 

misunderstand the value of research 

in politics? 

Yes although sometimes that is because 

they overstate its influence. 2 to 3 years 

back I did a lot of “angry father of three” 

responses to seemingly endless attacks on 

the alleged misuse of focus groups. These 

have faded now but were often inane, 

elitist and uninformed – most of it written 

by people who had never seen a focus 

group or a report or presentation from a 

set of groups or had any real evidence of 

how that information was used by 

politicians.
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Call for New Items for Upcoming PMG Newsletters 
 
We want to facilitate information transfer between all members, including political 

marketing scholars, practitioners and experts. Member’s active participation is essential to 

making this newsletter successful. The PMG newsletter provides you with the opportunity to 

communicate with political marketing scholars, practitioners and experts. If you have 

anything you would like included in a PMG newsletter (being released in March, June, and 

September) please send it to Edward Elder at eeld001@aucklanduni.ac.nz. Items that may 

be included may be, but not exclusive to, recently released or upcoming books, upcoming 

events and conferences, career or scholarship opportunities, or any articles about recent 

elections, trends and academic findings. The next deadline for submissions is 15th 

September 2015 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Edited by Edward Elder (University of Auckland)   
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